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International Hellenic University. The aim of the dissertation proposed is to examine the 
critical function of packaging as a marketing tool. Provided that many studies have been 
previously carried out on the topic, this study comes to gather and to conclude to the most 
important of them, with mainly concentrating to those previous researches that investigate 
the impact of packaging on consumer decision. On account of this, the following research is 
based on primary and secondary data. The first one rose from a questionnaire distributed to 
Greek customers or potential customers regarding the moment of purchasing at a grocery 
market, while the second one concluded results from books, scientific journals or any other 
previous academic literature review related to the topic. By this way, this study aims to take 
a closer look to all that strategies of packaging design and also all that elements and factors 
that make it so attractive , so that it could influence by far customers’ product choices. The 
possibility for more improvement of the researched topic is also left open regarding its 
global positioning and especially in the context of the last year that more and more products 
were introduced in the market. 
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“Packaging can be theater, it can create a story.” 
















MSc Strategic Product Design   1106190007 
 
5 
Table of Contents  
Acknowledgements          2 
Abstract          3 
Preface          4 
Table of Contents          5 
List of Tables           7 
List of Figures           7 
List of Abbreviations         9 
Chapter 1: Introduction        10 
1.1 Purpose of the Research       12 
1.2 Research Questions and Structure      12 
Chapter 2: Literature Review        13 
             2.1 Packaging Definitions       13 
             2.2 Functions of Packaging       13 
             2.3 Consumer Decision       14 
             2.4 Extrinsic Cues of Packaging      15 
  2.4.1 Visual Elements        16 
   2.4.1.1 Pictures      16 
   2.4.1.2 Color       16 
  2.4.2 Verbal Elements       17 
   2.4.2.1 Information      17 
   2.4.2.2 Labels        18 
 2.5 Environmentally Friendly Packaging     19 
 2.6 Conceptual Framework and Hypothesis Development   20 
MSc Strategic Product Design   1106190007 
 
6 
                         2.6.1 Key Definitions       21 
                           2.6.2 Hypothesis Development      22 
Chapter 3: Research Methodology       23 
 3.1 Data Collection        23 
             3.2 Structure and Questions’ Results of the Questionnaire    26 
3.2.1 First Section: Consumer      26 
3.2.2 Second Section: Packaging Design     29 
3.2.3 Third Section: Packaging Elements    31 
3.2.4 Fourth Section: Demographics     40 
3.3 Data Analysis         42 
             3.3.1 Pivot Analysis       42  
 3.3.2 Correlation Analysis      48  
Chapter 4: Discussion         49 
 4.1 Statistical Implications        49 
 4.2 Theoretical Implications        50 
Chapter 5: Limitations and Directions for Further Research    51 
             5.1 Limitations        51 
 5.2 Directions for Further Research       52 
Chapter 6: List of References        53 
6.1 Academic References       53 
6.2 Other References        58   
Appendix           59 





MSc Strategic Product Design   1106190007 
 
7 
List of Tables: 
Chapter 3: Research methodology        23 
Table 3.1: Gender-based Products evaluation criteria (Pivot Analysis)   43 
Table 3.2: Correlation Analysis table        49
  
List of Figures: 
Chapter 1: Introduction         10 
Figure 1.1: Marketing mix         10 
Chapter 2: Literature Review         13 
Figure 2.1: The three functions of Packaging       14 
Figure 2.2: Conceptual framework        21 
Chapter 3: Research Methodology        23 
Figure 3.1: To what extent are you informed before you buy a product?   26 
Figure 3.2: The advertisement of a product conveys the image of its packaging  27 
Figure 3.3: What are the criteria by which you evaluate a product at the point of sale 28 
Figure 3.4: How quickly would consumer choose the product based on its packaging, in front 
of a shelf at the point of sale                     29 
Figure 3.5: Is the Brand associated with the Packaging image?    29 
Figure 3.6: To what extent does the packaging of the products influence your purchasing 
decision?           30 
Figure 3.7: Packaging of a product increases its product value     30 
Figure 3.8: How important is the packaging of a product to you when you are at the point of 
sale?                         31 
MSc Strategic Product Design   1106190007 
 
8 
Figure 3.9: Which of the following packaging elements attracts you the most?  32 
Figure 3.10: The printed image of the product on packages, in your opinion helps in: 33 
Figure 3.11: Do you think that the color on packages has an impact on your purchasing 
choice?           33 
Figure 3.12: Color element and identifications      34 
Figure 3.13: Do you take the time, during the purchase process, to read the information on 
packages?           35 
Figure 3.14: Negative aspect of information on packages     36 
Figure 3.15: Characteristics of eco-packaging      37 
Figure 3.16: Is your purchasing decision based on your ecological conscience regarding the 
product packaging?          37 
Figure 3.17: Would you be willing to pay more to buy a product with eco-friendly packaging?
                                                                                                          38 
Figure 3.18: Which parameter of the packaging affects your purchasing choice  39 
Figure 3.19: The importance of visual and verbal elements on packages   39 
Figure 3.20: The influence of an innovative package      40 
Figure 3.21: Gender percentages        41 
Figure 3.22: Age percentages         41 
Figure 3.23: Educational-level percentages       42 
Figure 3.24: Measurements of product evaluation criteria     44 
Figure 3.25: Measurements of men’s products evaluation criteria    44 
Figure 3.26: Measurements of women’s products evaluation criteria    45 
Figure 3.27: Age-based measurements of a specific combination    46 
MSc Strategic Product Design   1106190007 
 
9 
Figure 3.28: Age-based measurements of the criterion “Packaging Design”   
                                                                                                                                       46 
Figure 3.29: Age-based measurements of the criterion “Quality”     47 
Figure 3.30: Education-based measurements of a specific combination    47 
Figure 3.31: High-school-graduated preferences of products evaluation criteria   48 
 
List of Abbreviations  
For Pivot Analysis           42 




AEI/TEI: postgraduate students 
MSc: undergraduate students 







MSc Strategic Product Design   1106190007 
 
10 
Chapter 1: Introduction      
          Marketing is an advanced science that is developed over the years more and more. 
Most of the people understand the meaning of Marketing as the sale and advertisement of a 
product. However, Marketing is much more functions and strategies as well, all included 
under the umbrella of Marketing mix.  The last one is commonly referred to as the “4 P’s” 
(McCarthy, 1971), product, price, place and promotion. Apart from these, recent years 
researches have also demonstrated that Packaging is another one element that comes to 
fulfill Marketing mix as the 5th “P”, due to the broad variety of introduced products, and 
especially retail products on the market.  
 
Figure 1.1: Marketing mix 
A long time ago, the only aim of packaging was to protect and to offer some functional 
benefits to a product. However, with the passage of time the role of packaging expanded 
more from the Marketing point of view and namely as a communication tool. According to 
Κuvykaite (el at. 2009) Packaging is a Marketing communication, in order to command 
consumer attention and to indicate the value of a product at the point of sale. From another 
point of view (Silayoi and Speece,2004),it is said that Product Design or in other words 
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to the consumers. Taking into consideration all the previously, Packaging was deservedly 
named as “the silent salesman” ( Komblau 1961) that communicated information(Little and 
Orth,2012, Orth and Malkewitz,2008) direct to customers. In consequence of that, many 
companies consider Packaging to be an advertising tool or a sales promotional tool that 
stimulates consumer purchasing decision (Raheem et al, 2002). 
In fact, there are many package factors that actually attract buyers’ attention and also affect 
consumer behavior. Experts, most of the times distinguish those factors into two big 
categories, the non-verbal and the verbal cue, including not only the colors and the graphics 
but the brands, the logo, information and any product name as well. All of them are 
incorporated into a common term named Packaging Design, which literally means that 
“what you see is what you choose”, while nowadays people really make any product choice 
based in what their eyes track. 
In light of all the above background opinions, the intent of this study is to research in depth 
and to collect all the different views that have to do with the function of Packaging as a 
Marketing and simultaneously communication tool. In recent days, Packaging seems to be a 
critical point in a company’s market plan and that is the reason why the author is going to 
analyze the influence of the package of a product on a customer’s mind. Moreover, a further 
resolution is going to be done about Packaging Design and all that elements that make the 
product attractive with a first glance and also guide the in-store buying decision. To be more 
specific, the subjects that are expected to be presented have to do with the Packaging in 
relation to the  consumers’ purchase behavior and the “eye-tracking” ability of a package as 
well and additionally the features that a package combines.  
To sum up, this thesis is going to discuss the importance of Packaging as an incentive in 
purchase process, concluding believes and data from many of previous researches. The rest 
of the paper is structured as follows. An expanded literature review is going to be presented 
included all the significant issues about the topic. The methodology will be presented in the 
next section with the quantitative data of an online questionnaire that will bring forward the 
real aspect of the topic. The next chapter has to do with the discussion of both the previous 
findings and the last one contains the discussion and conclusions of the whole study. 
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1.1 Purpose of the Research 
In this study we are going to focus in all that elements that actually make a Packaging 
attractive and attention-getting to consumers. The difficult and fast rhythm of daily life does 
not let consumers allot a lot of time for choosing the appropriate for them product. 
Packaging individually is the most appropriate tool that helps them make quickly the right 
product decision.  It is also said that the customers tend to spend just a few seconds in front 
of a display rack on a Super Market. Hence, the aim of this study is to understand in depth 
and concentrate the multiple opinions about the function of Packaging as a communication 
tool. So, with the extracted information of the literature review and the essential research 
tool, the questionnaire, the final purpose is to make a conclusion about all that Packaging 
elements and factors that influence at all the consumer decision and in fact the time of in-
store choosing. 
1.2 Research Questions and Structure  
In order to achieve the above mentioned purpose, this study poses tree main questions: 
1. How does Packaging attract consumer attention?  
2. Which of the Packaging elements can affect consumer’s buying decision? 
3. Does the consumer take into consideration Packaging at the time of choosing? 
Afterwards, the first section presents the literature review about the topic from the previous 
year’s bibliography. To be more specific, there is an extended presentation of all that 
extrinsic elements that a Packaging is constituted of and also the impact that each one of 
them has on the consumer decision. Moreover, in the next section there is an explanation of 
research methodology, where the reader could gain an insight not only into data collection, 
but also in data analysis with the comparable presented quantitative graphs. Follows the 
conclusion part, with the discussion of the results, based on both the theoretical and the 
practical implications of the research.  The last section of this paper contains some potential 
limitations of the present study, as well as recommendations and opportunities, for future 
academic research upon the topic of Packaging and its impact on consumers’ purchase 
process. 
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Chapter 2: Literature Review  
The intent of the literature review will have to do with the general analysis of Packaging 
definition and also how it is perceived from the market. A brief mention of the functions of 
Packaging and the consumer decision is also made. Moreover, another chapter will mention 
all that extrinsic elements that constitute Packaging Design and during this process the study 
will examine how the previous Packaging Design elements influence consumers at the time 
of their decision-making. 
2.1 Packaging Definition 
There are many definitions about Packaging and from different options as well, while 
Packaging seems to have many functions. According to Olson and Jacoby (1972) Packaging 
constitutes an extrinsic element of the product and as a result it has a relation with the real 
product, without it to indicate any part of its physical appearance.  In contrast to the 
previous belief, it is also said that the meaning of Packaging is not affiliated with the product 
itself, but with the five elements of the brand accompanied with the name, the logo and 
graphic symbols, the personality and the slogans (Keller, 1998). Furthermore, S. Chudy and 
M. Pietraszewski introduce Packaging as a physical structure of a product that has the 
purpose of protection, transportation and also to inform about the product and to present it 
aesthetically. The last one, presentation, is directly associated with the field of Marketing 
and the promotional functions that it has. 
2.2 Functions of Packaging  
Concerning the functions of Packaging, they are categorized into three different levels 
(Cervera, 1998). The hierarchy starts with the primary Packaging or in other words the 
“consumer packaging” the aim of which is to protect the product and most of the times to 
come in contact with it. The second function is called “transport packaging”, which means 
that it contains and brings together several primary packages. Last but not least, the third 
function of Packaging includes both primary and secondary Packaging grouped together on a 
pallet or any other load unit. In this study we are going to focus on the meaning of the 
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primary, “consumer” Packaging and the Marketing implications that it has on consumers’ 
product choice. 
 
Figure 2.1: The three 
functions of Packaging 
 
 
2.3 Consumer Decision 
Recent years, more and more consumer goods are introduced in the market and especially 
in the grocery market. Consumer’s buying behavior is defined by many different aspects. Up 
until now, advertising was the most important factor affecting in a wide range the purchase 
decision of a customer. However, currently Packaging seems to lead in a significant grade 
the customers and the way that they choose a product. It is also connected in a way with the 
behavioral impact approach. It is not necessary that the consumers have strong belief for a 
product, in order to conclude in their final purchasing decision, while every product 
Packaging has that fundamental function of attracting attention and communicating value of 
product at the point of sale (Kuvykaite et al.,2009) 
Researches have shown that 65% of customers’ product choices in Supermarket were made 
inside the store and actually the 50% of those were unplanned buying choices ( Hulten and 
Vanyushyn, 2014). These numerical data evidence the important role of Product Design in 
Marketing and the power that it has as a communication tool to the consumers ( Silayoi and 
Speece,2004). It has become, without doubt, the first and the last thing that a customer 
notices before making the final decision inside a store.  Thus, for many companies, Packaging 
is consequently viewed as “the silent salesman” (Pilditch , 1973) and in a way, that 
promotional factor that most of the times convince customers to make a product choice 
among a wide range of other similar too. As a result, the package of a product itself 
influences a lot customer’s buying decision by attracting attention and forming a perception 
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Nowadays, for many customers Packaging is the perfect solution in their daily life. Most of 
the times the rapid way of life does not leave them time to search for the product of their 
choice. So, this decision is taken for instance easily in a Supermarket, concerning the 
perishable goods. With a quick eye-tracking each consumer detects a product, which as a 
consequence attracts their attention and persuades them to make the purchase.  From the 
point of companies, the competition is large with the Supermarket chains placing daily on 
their shelves large numbers of product lines from many different product categories. In 
addition, any marketing segment attaches high importance to develop the appropriate 
product image that will make consumers to pay for what they actually see. 
2.4 Extrinsic Cues of Packaging  
As just mentioned, consumers pick up the external part of a product called “package” and by 
extension all that extrinsic cues that shape the whole image and simultaneously the form of 
a product. To be more specific, the meaning of extrinsic cues is mentioned to the logo of the 
product, graphics, colors, size and shape and others stimuli that could be characterized like 
the affective side of decision- making. In fact, consumers usually focus on such extrinsic 
factors to judge the product and as a result to conclude to their purchase decision. Research 
based in the grocery industry proposes extrinsic cues as an easier solution for recognition 
than intrinsic cues (Purwar, 1982). These cues are very significant, in particular for unfamiliar 
consumers and the way that they deal with an unknown product or brand name. It is said 
that, at the point of sale they tend to base their decision on these kinds of extrinsic cues. 
Therefore, the previous guide and bring completely the right impact on consumers’ market 
behavior. 
 At that point, it is important to mention that the above extrinsic clues are actually 
distinguished in to two different categories. The first one has to do with the visual packaging 
elements, namely the visual elements of a product. These elements are allegedly capture by 
far consumers’ attention, and usually help them to make a buying decision in fewer than 
twelve seconds (Dickson and Sawyer,1990). The second one has to do with verbal packaging 
elements and certainly all the detailed information about the product. Of course, this 
category entails more time so that a customer end up to the preferred product.  
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2.4.1 Visual Elements  
2.4.1.1 Pictures  
Starting with the first category, about visual information on packages, product pictures seem 
to obtain a very significant role on product Packaging. According to some empirical results 
Packaging accompanied with a picture affects to a high degree the shoppers’ attention and 
also the Brand choice at the point of purchase. Due to the large number of cues on packages, 
consumers tend to convey the choice of a product in a habitual process. Thus, nowadays 
many companies try more and more to enhance the appearance of stimulus on packages 
and to make the consumers sensory receptors. Some others (Maclnnis and Price ,1987) 
mention that pictorial information represent sensory information in working memory. There 
are many reasons why picture is a factor that leads to success Packaging Strategy. Most 
consumers perceive a picture as a diagnostic characteristic, in order to validate the quality of 
a product, and especially of a more unfamiliar product. Lutz and Lutz (1978) point that such 
a visual input make learning easier, in case of an unknown Brand or product. It is said that 
people select quickly a product via presented information than words (Alesandrini, 1982).In 
addition on that, consumers suppose that a picture could reflect product characteristics and 
therefore they are used to prefer more realistic than abstract pictures.  
Another point of view about pictures on Packaging is about cognitive explanation and the 
messages that a picture can transfer to consumers’ memory. A well-produced product image 
is easy to be remembered and also shapes a positive aspect at the consumers’ mind about 
the product. We talk about a picture with noticeable vivid stimuli that someone could recall 
with no effort, in contrast to other forms of marketing communication. Moreover, it is 
important to mention one more function of a picture in product Packaging, which is the 
imagery processing (Pavio, 1986). This has to do with the imagination of the product 
consumption. Consumers imagine and form an opinion about how a product looks, tastes 
and smells too. All the above are very substantial information and indicate the central 
influential role of picture in decision-making process. 
2.4.1.2 Color 
Continuing with visual elements on Packaging design another one graphic element is the 
color. Color, not only is easily memorable by clients ( Cahyorini and Rusfian, 2011) ,but  also 
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it catches the attention of them without doubt (Gopal and George, 2014).  As Qing (2012) 
mentions, it has the ability to affect consumers emotionally, but at the same time each 
consumer develops individual emotions for any different color and as a consequence it 
stimulates consumers’ buying behavior. Furthermore, shoppers take into consideration 
colors on Packaging, so that they could make a deduction about the quality of a product that 
meets their expectations. Besides, most products consumers' assessments are based on 
colors (Funk and Nubisi, 20016 and Singh, 2006). Additionally color, as an element, has to be 
visible, incorporated in many marketing stimuli ( Tijssen et al., 2017). Color has the ability to 
communicate various meanings about products, making the value of them easy at the point 
of sale. In other cases, consumers use colors in order to find a Brand or to identify a specific 
product. It is absolutely true that colors help consumers to recall Brands and many others 
product information. Pieters R., Wedel M. and Batra R. argue that “Where the eye stops, the 
sale begins” and it is evident that packaging colors trigger the choice of Brands. It is also 
essential to mention the Singh (2006) belief, who suggests that the use of colors in product 
design has the function of distinguishing and directing customers’ attitude. The brighter 
color it is, the more competitive that a product it is, among many others similar products 
(Cahyorini and Rusfian, 2011). On the other hand, many studies have shown the two 
differential meaning of color, universal and country-related one. For instance, blue is 
thought as a universal color which indicates the high product quality. For that matter, purple 
is considered as a color for expensive and luxury products in Japan, whereas in America it 
indicates something cheap. Somehow, color can be a strong asset for marketers to define 
and satisfy their customers’ requirements. 
2.4.2 Verbal Elements  
2.4.2.1 Information  
Except of visual information, verbal information has also a vital role on product packaging. 
Given that product packaging is a communication tool and in a way a connecting bridge 
between consumers and manufacturers, product information and further details about 
products are some factors that influence on a wide range the buying decision at the point of 
sale. Overall, specific information transferred on Packaging of a given product and 
encourages shoppers to conclude on a product purchase. Also, in contrast to visual 
information, verbal cues require more cognitive effort (Mueller et al 2009, Underwood and 
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Klein,2002) and of course buyers need to spend more time, in order to read and understand 
them and after that they decide to buy or not a product.  The diversity of products in the 
market increases the need to provide consumers with full and reliable information. The 
function of information is not only to inform, but to educate and promote the product as 
well. It is important to mention that package information highly lead consumers’ purchase 
behavior (Verbeke, 2008) and forge a combination of quality characteristics. Nevertheless, 
manufacturers should have a balance amount of text and words to their packages. In other 
circumstances, insufficient information and misdirection of consumers will provoke negative 
perception about products. 
In fact, packaging information is a multi-dimensional process, which constitutes by three 
different phases. The first one is the cognitive phase, the second one is the affective phase 
and the last one is the behavioral phase or in other words the final buying action. The 
informational features of Packaging consist of two categories, semantic and non-semantic. In 
the first one category there is a whole presence and readability of important information 
and usually obligatory information, easy discernible from any consumer. In addition, this 
category includes readable basic information (Brand name) or warnings concerning the 
unsafe use of products.  The second one, non-semantic category, has to do with the use of 
appropriate and contrast colors on Packaging that makes reading easy. Moreover, there is 
the ability of suggesting the product purpose through a variety of packaging visual layer. Last 
but not least, non- semantic category has the attribute of warning for dangers thanks to 
specific colors. At that point, it is of particular importance to mention that both semantic 
and non-semantic elements are often performed on product labels. 
2.4.2.2 Labels  
Labels are one of the elements that include information about a product and also attract 
customers’ attention depending on their color (Estri et al, 2010). They contain informational 
elements, such as product characteristics and the description of a product and as a result 
they keep consumers informed and aware about it. Sometimes labels make a reference to 
nutritional product’s characteristics and guide consumers to better product choices. 
Instructions and preservations also communicated to buyers, although these may not have 
an important impact to their purchase decision. Furthermore, by communicating benefits, 
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labels form the appropriate perception about a product before the final individual 
customer’s choice. Currently, shoppers pay an increase attention to that kind of labels, 
because of the growing tendency to healthy and nutrition daily life, and most of the times 
force them to make more healthy choices.  
2.5 Environmentally Friendly Packaging  
Up until now, all the above Packaging elements have to do exactly with pre-consumption 
characteristics of Packaging, involving branding and several graphic elements, such as colors 
and pictures. Apart from that, post- consumption characteristics of packaging design have to 
do with the significant issue of environmental pollution due to the irregular disposal of used 
Packaging and the failure of its functional intent (Deng and Kahn, 2009). Nowadays, the last 
one and generally the environmental concerns have undoubtedly bothered a lot of 
packaging designers. More and more consumers are aware of negative environmental 
impacts of product packaging and it is found to be positively associated with their product 
choice (Mognier and Schoormans, 2015). 
Studies have shown that according to consumers believes, eco-packaging gives value to a 
product. As it is mentioned before, in current days, consumers are aware of the affect that 
product packages have on the environment and usually they are being informed about their 
ecological consequences of their behavior. Actually, they take into consideration the 
majority of negative aspects that a common package has on the environment, when they are 
looking for Packaging that suits their needs. The consumption of resources, the generation 
of solid, liquid and gaseous and the pollution that they produce and the spread of bacteria 
and pests are some of the negative packaging consequences (Zhang and Zhao, 2012). For 
that reason, one of the most basic requirements for consumers is ecological packaging. That 
is the Packaging which is able to be recycled when it is empty, with a combination of design 
characteristics that will make it attractive as well (Chuang and Yang, 2014). Because of that, 
packaging will obtain multi-utility properties and also the multiple usage of it will bring a 
reduction on waste. It is said that Packaging itself makes not only solid, but also liquid waste. 
In 2016, a research demonstrated that Australians produced 50 million tons of waste and 
only 58 percent of that was recycled (MRA Consulting, 2016). Thereby, there is a highlight 
demand for Green products (Dangelico and Pontradolfo, 2010) and green packaging seems 
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to be an indispensable criteria for consumer’ choices (Rokka and Uusitalo, 2008). It is also 
worth to mention that Eco-label (Tang et al, 2004) is the most common information-tool, at 
the point of sale, in order to develop, through common utilized logo, ecological awareness of 
buying products to consumers. To sum up, environmentally-friendly Packaging constitutes a 
necessary aspect for sales and without further thought makes the majority of consumers 
willing to afford more for a product. 
From all the above, it is definite that there is an abundance of knowledge and consideration 
about Packaging in previous literature overview. Indeed, many researches have been 
constructed about the role of Packaging on buying decision and many authors have already 
laid emphasis on the important role of Packaging as a marketing tool. The current thesis 
comes to add on the exist bibliography. Afterwards, the aim of the survey conducted for this 
study is to suggest how customers understand the product at the point of sale, through the 
Packaging and all that elements that constitute it and how much they are influenced by each 
one of the above elements. Simultaneously, at the end of the whole process, the thesis will 
conclude about the necessity or not of Packaging in marketing, concerning to the consumer 
purchase. 
2.6 Conceptual Framework and Hypotheses Development 
Having in mind the aforementioned bibliographic review, the objective of the current thesis 
is to analyze how Packaging, as a marketing tool, could have an impact on consumer 
behavior, focusing on the purchase process at the point of sale. For that reason, two 
fundamental models are developed. The first one examines whether consumers take into 
consideration Packaging, at the moment of choosing a product inside a shop, whereas the 
second one tests which of the design elements influence most consumers. The configuration 
of these two models is based at all on the theoretical part as explained next. 




Figure 2.2: Conceptual framework 
2.6.1 Key Definitions  
Before developing the hypotheses of the current study’s concept, it would be great useful to 
briefly mention some key definitions relevant to these hypotheses and thus, contribute to 
better understanding of this concept: 
1. Product:  “anything offered for sale or use to another individual” – Russel, 2010 
2. Consumer decision-making: “a mental orientation characterizing a consumer’s 
approach to making choice”– (Lysonski et al, 1996)  
3. Purchase intention:  “…consumers’ feelings, thoughts, experience and other external 
factors that they take into account before purchasing a specific product or service.”- 
M. Fishbein and I. Ajzen, “Belief, attitude, intention, and behavior: an introduction to 
theory and research, reading,” (MA: Addison and Wesley, 1975)  
4. Packaging: “all the activities of designing and producing the container for a product” 
– Kotler 
5. Packaging elements: “all the information that is found on the package, as well as its 
visual and structural properties”  
6. Packaging elements: “…ecological sustainability and durability”- Sener, Dogan & 
Kõnacõ, 2014; Butkeviciene, Stravinskiene& Rutelione, 2008) 
7. Packaging elements: “…two groups: visual and information/verbal” 
8. Visual elements:  “…affect the emotions of consumer the way they transmits the 
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9. Package Colors: “package colors communicate, reflect and exhibit some salient 
features and intangible attributes of the brand” – Asadhollahi and Givee (2007) 
10. Verbal elements: “is helpful in initiating or boosting of consumers thought process.” - 
Silayoi and Speece, 2004  
11. Packaging Design:  “…most of the consumers believe that shape of the packaging 
relates to ease-of-use and carrying of a product.”- Silayoi & Speece, 2004  
2.6.2 Hypotheses Development 
Over the last decade, considerable emphasis has been placed on the importance of 
Packaging as a means of protecting the product. Nowadays, the value of Packaging has been 
advanced with the aid of marketing mix. Many experts introduce the element of Packaging 
as the 5th “P” on their marketing mix. According to Ahmad, Billo and Lakhan (2012) 
Packaging is actually the first impression that a consumer obtains just before they make the 
decision to purchase it. Product Packaging is accurately characterized by many, as a 
communication tool (Orth and Malkewitz,2008) that is able to secure the sale. Rettie and 
Bruwer also mention that 70 percent of the buying decisions are made at the moment of 
viewing the products. Concerning other similar researches this is due to Packaging elements 
and their branches. To be more specific, Packaging elements are divided (Silayoi and Speece, 
2004) in two categories, visual elements and informational or in other words verbal 
elements. And at that point our first hypothesis is proposed:  
H1: Both visual and verbal elements on package impact on the final buying selection. 
Moreover, many organizations report Brand as their most valuable resource, which is also 
related with their identity (Underwood and Klein, 2002). So, as result the majority of them 
would hope to make their Brand reliable with the first glance. And so, it is raised the second 
hypothesis: 
H2:   Brand name on package impact on the final buying selection. 
In addition, the visual element of color is one of the most significant elements that are 
incorporated to the majority of packages as well as in many marketing cues. Color as an 
element on packages helps consumer to easily value the product at the point of sale. 
Because of color a consumer is able to recognize a product category, recall or find a specific 
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Brand and notice other crucial information. According to these data, our third hypothesis is 
the following:  
H3: Color on package impact on the final buying selection. 
From the verbal elements, information has a critical role on Packaging. With labels or not, 
information tend to lead consumers and to communicate the quality characteristics of a 
product. Information has a primary place on packages presenting not only the benefits, but 
the warnings of a product too. Based on that we hypothesize that:    
H4: Information on package impact on the final buying selection. 
As mentioned, the environmentally friendly character on packages has an essential impact 
on consumer’s purchasing choices. Many consumers search for ecological Packaging and 
that is a criterion that most of the consumers take seriously into account before they 
conclude to their final choice (Rokka and Uusitalo, 2008). Given that we propose the fifth 
hypothesis as following:  
H5: Eco-friendly character on package impact on the final buying decision. 
Chapter 3: Research Methodology 
In this chapter a representation of survey methodology is going to be done. It starts with a 
short introduction about the description of the research tool and after that follows the most 
significant part of the present thesis, the data analysis and the exposition of the relating 
statistic results.  
3.1 Data Collection 
In an attempt to fill in the gaps of the bibliography and to conclude in a reliable result about 
the theme of the current thesis, apart from the thorough literature review, this study 
provides also a brief exploratory survey. The highest priority of this survey was the quickly 
and affordable collection of accurate primary data. In aid of that the most appropriate 
instrument was a questionnaire, in particular an online questionnaire. This was constructed 
easily, quickly and costless too, with the standardized model of Google Forms. The aim of 
questionnaire was to validate the already known findings of literature background and to 
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conclude to the best outcome concerning the Packaging influential role on the market. Much 
has been written about the effect of Packaging and its design elements on consumer’s 
decisions.  For instance, as previously mentioned in literature analysis, not only visual 
extrinsic cues, but also the verbal one seems to matter a lot at the point of sale in 
accordance with the consumer behavior and choices. This prompted the need for a 
quantitative analysis that will define and clarify the great importance of the most common 
Packaging Design stimulus for consumers and the way that the consumers become aware of 
them during the decision process at the sale-point. 
To be more specific, the research that is going to be performed is a quantitative, descriptive 
research. The last definition indicates that the problem of the thesis is already known and 
many research works have mentioned about that in the passage of time. Nevertheless, a 
research is also necessary for better certification measures. For that intent a questionnaire is 
considered as the most appropriate tool among many other alternatives, such as case 
studies or interviews. 
The questionnaire was composed in Greek and addressed to Greek customers or potential 
customers of products in the grocery market. All respondents were invited to answer this 
through the link of questionnaire delivered on messages, social media accounts and e-mails 
as well. They are called to participate in the survey voluntary and with absolutely anonymity 
to their answers. It is important to mention that, before the broadcast of the online 
questionnaire, a brief pilot survey was conducted so that to examine the survey’s efficacy in 
just a short period. The pilot survey was carried out with the random participation of only 50 
Greek customers or customers “would-be”, who were selected again through social media 
and e-mails contacts. This was done primarily to detect possible faults to the construction of 
questionnaire and to perceive the quality feedback that the answers individually could have 
to the whole survey. 
After all, a random sample of 200 usable responses was collected and considered for the 
analysis and, as mentioned before, with the aid of online social media and e-mail contacts. 
The process of data collection started in 8 November and lasted for one month 
approximately, till the beginning of December. The questionnaire used for the online survey 
is composed of four main sections. Furthermore, at the beginning, a brief introduction 
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explains the aim of the survey inviting participants to dedicate time to answer the 
questionnaire. Regarding the sections, the first one has to do with a quickly apprehension of 
consumer behavior during their purchases. The second one investigates the impact of 
Packaging Design on consumers, while the third one examines the attention that customers 
pay on the elements of Packaging. Both of the last sections are the main part of the 
questionnaire from which the author would abstract the most appropriate results about the 
impact of Packaging on consumer’s purchase intention. The online survey ends with the 
demographic information concerning the respondents’ age, gender and education level as 
well. 
About the demographic data, the majority of respondents were females (62.6 percent) and 
the rest one were males with 37.4 percent. From the answers given a big percent (51 
percent) were aged between 18-25, 70 people were aged between 26-35 , 7 people under 
36 years old and 15 people under 45 years old. Only a 2.5 percentage of people were under 
55 years old. According to the education of respondents, the majority of them (99 people) 
are undergraduate students, while another large group of them (82 people) are 
postgraduate students. Some of them have a PhD degree (1.5 percent) and the 9.1 percent 
of survey participants are high-school-graduated people. 
The structure of the questionnaire was simple at all, so that it could be more accessible to 
the users. By this way the collection of credible results would be as much as possible. 
Questionnaire’s layout includes a combination of questions, each of them answered with 
multiple answer-types by respondents. To be more specific, the respondents are called to 
answer a sequence of dichotomous questions, form of list questions, multiple choice 
questions and questions in which multi-point of Likert scale is used. Along with all these 
types of questions, there is also an open-ended question, where the respondents are able to 
express their own opinion. Thus, the author is also able to obtain more open mind answers, 
without constrain the users, that will later follow to better research findings. It is also 
prominent to mention that all the questions, which have to do with the demographic-fourth 
section, use only one-item, two-point scale. Thus, gender was measured with a one-item, 
two-point scale, male and female. Age was also measured using a one-item, five-point scale 
(e.g. 18-25 years old) and concerning the education, it was used a one-item, six-point scale 
(e.g. Postgraduate student). All the other sections combine both multiple choice questions, 
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Likert- scale questions and dichotomous as well. As a result, all the above strengthen the 
collection of more quantitative data and easy compared with each other. 
3.2 Structure and Questions’ Results of the Questionnaire  
The questionnaire (Appendix 1: Online questionnaire) of the current survey decomposed 
into four sections. 
 *The graphs were unchanged taken from the “Google Form” source. That is why some of 
the graphs below appear Greek indications. 
3.2.1 First Section: Consumer 
The first part of the questionnaire contains four, more general questions with respect to 
Packaging and customer regarding their purchasing decisions. The first question of this part 
examines whether the customers are aware of a product before they buy it. In that question, 
the respondents are called to answer with the aid of a Likert scale, from 1 to 5, where the 
grade 1 dedicates the negative aspect of the answer, while the grade 5 articulates the 
absolutely agreement with the statement (1= Hardly, 5= Very much). From the answers 
emerged that the majority of the respondents-customers are enough (26.3 percent) or a lot 
(54 percent) aware of the product that they are expected to buy. Only 2 people of 200 are 
not informed about the product. 
Figure 3.1:  To what extent are you informed before you buy a product? 
Afterward, the questionnaire examines to what degree advertisements can broadcast the 
image of Packaging at the customer. As it was a dichotomous question, the respondents are 
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required to answer with “Yes” or “No”. From the results aroused that 77.3 percent agreed 
with the above statement and the rest 22.7 percent believes that an advertisement is not 
able to transmit the view of a product’s Packaging. 
Figure 3.2: The advertisement of a product conveys the image of its Packaging 
In the next question of the first part, the respondents are called to choose, one or more 
criteria with which they are being used to evaluate a product at the point of sale.  It is about 
a list question, given the respondents the chance to select more than one answer. The range 
of the options was the following 5: 
 Brand 
 Packaging Design  
 Price 
 Quality 
 Something else 
The end results show that the most appropriate factor for customers is the “Quality” (143 
people). The factor “Price” is following-on with 61.8 percent, while next come “Brand “with 
52.3 percent and “Packaging Design” with 36.7 percent. A minus number of 200 respondents 
selected also the alternative choice “Something else”. 
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Figure 3.3: What are the criteria by which you evaluate a product at the point of sale 
The last question of the first section was about time. The customers (respondents) should 
asset how quickly they are able to select a product from a display rack, for example at a 
Super Market. It is a multiple-choice question with the following answer choices: 
 In few minutes 
 In less than  1 minute  
 In 1 minute  
 In more than 1 minute  
From the answers given that 79 customers would be able to decide for a product in less than 
1 minute. Moreover, it is observed a half-equality to those who make a choice “in few 
minutes” and to those who make a choice into 1 minute (approximately 24 percent). 
Nevertheless, only a few people need more than 1 minute, in order to conclude to their final 
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Figure 3.4: How quickly would consumer choose the product based on its Packaging, in 
front of a shelf at the point of sale 
3.2.2 Second Section: Packaging Design  
Continuing with the second part of the questionnaire, it consists of four more questions and 
all of these are focused on Packaging Design. The first question examines the relationship 
between the definitions of “Brand” and “Packaging”, with the aid of a dichotomous, Yes or 
No question. The following chart shows that over 90 percent of respondents agreed that the 
Brand closely related to Packaging and just 12 people answered the exactly opposite aspect. 
Figure 3.5: Is the Brand associated with the Packaging image? 
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Immediately after that question, the respondents asked to answer with a Likert scale, how 
much Packaging affects their purchasing decision. The width of the scale was from 1 to 5, 
where 1 indicates the negative aspect and 5 the quietly correspondence with the opinion 
(1=Hardly, 5=Very much). Regarding with the diagram, the respondents seems to agree in 
most with the above statement (3=Adequate 43.7 percent, 4= Much 30.7 percent and 5= 
Very much 12.1 percent), while just the least percent answer with the grade 1 or 2 to the 
question. 
Figure 3.6: To what extent does the Packaging of the products influence your purchasing decision? 
Moving on, the later data table indicates the results come from the following statement: The 
product Packaging advances the product value. In that statement, the respondents also 
asked to answer with a Likert scale from 1 to 5. As the diagram points out, a long group of 
people, about 119 people are for with the above statement. A 27.3 percent gave a neutral 
response selecting the number 3 from the scale and less than 15 percent are in contrast with 
that opinion fluctuating in 1 and 2 grade of the current scale. 
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Figure 3.7: Packaging of a product increases its product value. 
 
The second section ends with a question in which the respondents should answer again with 
a Likert scale. The question has to do with the importance of Packaging at the sale-point. 
Most of the respondents (more than 50 percent) acknowledge the importance of Packaging 
at the grocery market. On the other hand, a small percentage of them (16 percent) do not 
esteem Packaging as a significant factor at the point of sale. Last but not least, it causes 
curiosity the neutral indication 3, which was selected by 67 people. 
Figure 3.8: How important is the Packaging of a product to you when you are at the point 
of sale? 
3.2.3 Third Section: Packaging Elements 
The third part of the questionnaire, which also composes a significant part of its main body, 
examines the Packaging elements. Yet from the first question, the respondents are 
requested to decide what exactly catches their attention concerning the Packaging of a 
product. They are provided with a list of 5 different alternatives. 
 Color 
 Information 
 Image on packages 
 Appearance of packages 
 Graphics  




 From the appeared percentages, it seems that the appearance of a Packaging is by far the 
most important noticeable element (53.3 percent). Information and graphic elements follow 
with more or less 33 percent. What is more, at the end stage come the Packaging elements 
of color and image as well with about 59 respondents. 
Figure 3.9: Which of the following Packaging elements attracts you the most? 
In the next question, it is totally clear what the image on Packaging means for customers. 
They were invited to express their opinion with the aid of four different options. It was a list 
question, in which the respondents were able to select more than one answer. The choices 
are the following: 
 Assessment of Quality 
 Product Awareness 
 Awareness of consumption 
 Brand Recall 
The choice “Product Awareness” gathered to a great degree the biggest percentage of 68.8 
percent. A percentage of 30 percent also believe that the image on Packaging helps not only 
in the awareness of the consumption way, but in Brand recall as well. However, “Assessment 
of Quality” seems to have the lowest priority to the customers (17.1 percent). 




Figure 3.10: The printed image of the product on packages, in your opinion helps in: 
 Regarding the element of color, respondents expressed their opinion with a dichotomous, 
Yes or No question. The majority of them (67.8 percent) supported that colors on packages 
have an impact on their final decision, while on the opposite side there is only a 32.2 
percent.  
Figure 3.11: Do you think that the color on packages has an impact on your purchasing 
choice? 
 
In addition to the element of color, there is also another one question, in which the 
respondents are invited to select their belief about color on Packaging and the detection of: 






 Product Category  
 Other choice  
Obviously, as the diagram shows, the color on Packaging helps consumers to recognize a 
certain Brand. Brand was the factor that supported the most by respondents with a 
percentage that reaches almost the 70 percent. 51 respondents claim that color makes them 
identify the product category, while only 31 of 200 look at the colors, so as to predict the 
taste. A percentage of 12.6 percent have a completely different opinion. 
 
Figure 3.12: Color element and identifications 
One more significant Packaging element is the Packaging information.  About this element 
the participants are questioned:  
 Do you spend your time in order to read the written information on a product 
Packaging? 
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This was a multiple choice question (Yes-No-Sometimes). From the data results, it comes out 
that only 68 people of 200 would surely read the information on packages. There is also a 
significant large uncertainty for the most of the respondents (115 people), who answered 
that sometimes they would spend time to read the information. For those who answered 
“No” the percentage was small in quantity. 
Figure 3.13: Do you take the time, during the purchase process, to read the information on 
packages? 
In order to notice the negative aspect of information on packages, customers are called to 
select in a multiple choice question between four different choices: 
 They are not true 
 Confuse customer 
 They are too much 
 They direct to negative opinion about the product 
It seems that over 50 percent of the respondents are of the opinion that the information is 
too much. A significant percentage of 34.9 percent argue that information usually confuse 
customers. Last but not least, 19 people asset that written information are false and just 7 of 
200 form a negative opinion about a product. 




Figure 3.14: Negative aspect of information on packages 
 
Later comes to the front another one element that according to the literature review plays a 
significant role on the Packaging. With an initial question about ecology, respondents are 
asked to select which of the given five options believe that characterizes a package as an 
eco-friendly one. The list of the five options is: 
 Recyclable  
 Reusable 
 Limit waste of raw material 
 All the above 
The results generated indicate that the biggest percentage, and especially over the 60 
percent of the respondents believes that an ecological Packaging should be both recyclable, 
reusable and with limit waste of raw material as well. Additional with that, it should not be 
omitted that the audience research has proved “recyclable” factor as the most significant 
one (55 answers of 200) of the three mentioned. 
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Figure 3.15: Characteristics of eco-Packaging 
 
At the same time, the sample of 200 people answered if their buying decision based on their 
ecology consciousness regardless of Packaging. It is surprising the doubt that there is about 
this statement, while the most popular answer (Sometimes) in that multiple-choice question 
was selected by 124 of 200 people. 
Figure 3.16: Is your purchasing decision based on your ecological conscience regarding the 
product Packaging? 
 
The next graph focuses more on the willingness that customers have to afford more in order 
to buy an eco-friendly package. The results of that question, again generate an uncertainty 
MSc Strategic Product Design   1106190007 
 
38 
with the third  option to be selected by almost the half of the sample. On the other hand it is 
clear that 32.7 pecent would pay more, in order to support the environment. 
      Figure 3.17: Would you be willing to pay more to buy a product with eco-friendly Packaging? 
 
Which of the following parameters about Packaging influece your purchase choice? 
This question gives a general view about what customers think regarding  “Packaging”. It was 
a multiple-choice question with five different parameters: 
 Easy-to- use Packaging 
 Easy-to- store Packaging  
 Aesthetic-appeal Packaging  
 Sustainable Packaging 
 Materials of Packaging  
The maority of questionnaire respondents thought that the most appropriate parameter for 
a package is to be easy-to-use (55.3 percent). There is also an equality into two parameters. 
Both the second one parameter and the sustainable parameter gathered 77 of 200 answers. 
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Figure 3.18: Which parameter of the Packaging affects your purchasing choice 
 
The next question is more general and have to do with two different definitions of Packaging 
Design, the visual and the verbal cues on Packaging. With a multiple-choice question 
respondents are called to decide which of the two previous definitions, mentioned above, 
influence them more in their final choice. 56.8 percent of the respondents answered that a 
combination of visual and verbal elements have the biggest impact on them. Individually, 
visual elements seems to have a significant effect to customers with 33.2 percent. Concernig 
the verbal elements, only a few people people(10.1 percent) are totally affected to a great 
degree by information, Logo and others similar cues. 
Figure 3.19: The importance of visual and verbal elements on packages  
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 Forward the questionnaire tends to examine if customers are for innovation with a 
dichotomous, Yes or No question. The highest result was the positive answer “Yes” with 
about 90 percent, while the answer “No” gathered just 25 answers . 
Figure 3.20: The influence of an innovative package 
 
The main body of the questionnaire ends with an open-ended question where the 
respondents are free to express their opinion about what means an attractive Packaging. 
The majority of the answers have to do with both visual and verbal design elements of 
Packaging. Most of the respondents try to find a package with attractive colors, graphics and 
materials as well. Some people also prospect for an easy-to-use Packaging, for better 
storage. Impression was caused by the fact that only a few people mention the eco-
character of packages as an attractive element on that. 
3.2.4 Fourth Section: Demographics  
In this part all the demographic elements, about gender, age and level of education, are 
collected. 
The questionnaire was answered by a range of people that were both female and male. 
From the results, it seems that the more people responded were female, 124 of 200. The 
rest 74 were males. 
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Figure 3.21: Gender percentages 
 
Concerning the next diagram, about age, it is clear that most of the responses come from 
people of the width age 18-25. The next biggest amount of answers was from people aged 
from 26-35 and the rest answers were gathered by people aged older than 36 years old. 









Furthermore, for the third and the last question of that section, it was found that half 
of the questionnaire respondents studied at a university. 82 of them is undergraduate 
students and an approximately 10 percent graduated from high-school. So, the majority of 
the respondents had a high level of education. 
Figure 3.23: Educational-level percentages 
3.3 Data Analysis  
The statistical process begins with a more simply and also concrete analysis of the data 
named Pivot Analysis. This kind of analysis was conducted through Excel software and the 
results are described with validity owing to the graphs. What is more, in an attempt to 
conclude to more discernible results about data and alongside having in mind the fifth 
hypothesis of the previous Chapter (Chapter 2: 2.6.2 Hypothesis Development) another one 
analysis-tool was developed. This was the “Correlation Analysis”, also come through Excel 
software. In opposition to Pivot-Analysis, the particular analysis-tool indicates the results 
with a numerical table, which examines the relationship between some critical variables. 
Both of these analysis-tools will be useful for a complete statistical result. 
3.3.1 Pivot Analysis  
At the first stage of the data analysis we decided to use a simply way of analysis, in order to 
obtain more clear and focused results.  The results come up with the use of Excel’s Analysis- 
Tool, “Pivot Analysis” and the comparable table, named “Pivot Table”. “Pivot Table” is a two 
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dimensional table which is used to summarize, explore and present large amount of data in a 
short time. One of its basic features is that it helps filtering or grouping data by any field. In 
this case “Pivot Analysis” is going to be used, so that it could be able to notice with accuracy 
the demographic composition of the data collected. For more facility, there is a use of 
abbreviations in some variables. 
The gender-based Pivot Analysis revealed that the majority of the respondents (74 people) 
absolutely take into consideration “Packaging Design”, as a factor, in order to evaluate a 
product at the point of sale. Nonetheless, “Packaging Design” alone is not a strong criterion 
for product’s assessment (3 people). On the other hand, it is clear that people select most of 
the times a product based also on one other proposed criteria, such as “Brand”, “Cost” and 
“Quality” too. Last but not least, the combination of all four criteria is the most popular 
answer (33 people). 




Gender       
Products Evaluation Criteria M W TOTAL 
PD 3   3 
PD, C 2 2 4 
PD, Q 2 2 4 
BR, PD 2 3 5 
BR, PD, C 2 5 7 
BR, C 4 4 8 
BR, PD, Q 4 4 8 
BR, Q 4 6 10 
PD, C, Q 4 6 10 
BR 8 6 14 
C 3 12 15 
BR, C, Q 8 12 20 
C, Q 12 14 26 
Q 9 23 32 
BR, PD, C, Q 8 25 33 
TOTAL 75 124 199 
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Figure 3.24: Measurements of products evaluation criteria 
 
To be more specific, concerning Men’s preferences, the below chart indicates that the 
majority of men usually assess a product founded on factors “Cost” and “Quality” (16 
percent). Although, the individual factor “Packaging Design” is selected all of 4 percent. 
 
Figure 3.25: Measurements of men’s Products Evaluation Criteria 











What are the criteria with which you 
evaluate a product at the point of sale                        
(eg. Super Market) ? 
PD PD, C PD, Q BR, PD BR, PD, C
BR, C BR, PD, Q BR, Q PD, C, Q BR
C BR, C, Q C, Q Q BR, PD, C, Q










What criteria do men use, in order to 
evaluate a product at the point of sale?  
BR, PD, C PD, Q PD, C BR, PD C
PD BR, Q BR, C BR, PD, Q PD, C, Q
BR, C, Q BR, PD, C, Q BR Q C, Q
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With regard to women, they afford a product considering most not only “Brand” and 
“Product Design”, but “Cost” and “Quality” as well. Plus, women in contrast to men believe 
that the criterion of “Packaging Design” individual is not a determinant for their purchases (0 
percent). 
 
Figure 3.26: Measurements of women’s Products Evaluation Criteria 
Moreover, of those respondents who usually take into account all four factors “Brand”, 
“Packaging Design”, “Cost” and “Quality” (33 people)  before they proceed to purchasing 
decisions, 58 percent is aged between 18 and 25 and 30 percent is aged between 26 and 35. 
Both for those who aged between 45 and 55 and between 36 and 45 the above combination 
has gathered a percentage of 6 percent.  From the table below, it is also obvious that no one 
of the age-group under 55 has selected that combination.  









What criteria do women use,  in order to 
evaluate a product at the point of sale? 
PD, C PD, Q BR, PD BR, PD, Q BR, C
BR, PD, C BR, Q BR PD, C, Q C
BR, C, Q C, Q Q BR, PD, C, Q




Figure 3.27: Age-based measurements of a specific combination 
The added pie graph reveals that only the youthful age-groups between 18 and 25 (67 
percent) and between 26 and 35(33 percent) could fulfill their purchase decisions based only 















Age- Group preference of  the combination       
ΒR, PD, C, Q 
45-55 36-45 26-35 18-25
33% 
67% 
Age-Group preference of PD factor 
26-35 18-25




 The immediate next significant evaluation factor of a product at the point of sale, 
concerning the age-groups, is the “Quality” with approximately 32 answers. From those 32, a 
percentage of 44 percent are 18-25 years old and an equal percentage is 26-35 years old. 
Figure 3.29: Age-based measurements of the criterion “Quality” 
Quite interesting is also the fact that the combination of “Brand”, “Packaging Design”, “Cost” 
and “Quality” was selected more from high educational levels, such as postgraduate 
(AEI/TEI)  and undergraduate students (MSc). The first one group gathered more than 50 
percent and the second one 45 percent totally.  
 
Figure 3.30: Education-based measurements of a specific combination 
45% 
55% 
Education-group preference on the 






Age-Group preference of Q factor 
>55 36-45 45-55 26-35 18-25
MSc Strategic Product Design   1106190007 
 
48 
Contrary to higher educational levels, the high-school-graduated respondents suppose that 
just the price or a conjunction of “Brand”, “Cost” and “Quality” is the most significant criteria 
(17 percent) for them during the buying process, for instance on a Super Market. What is 
more, 2 to 17 respondents (12 percent) with high-school education level choose a 
combination, in which there is at least one of the previous mention factors. It is worth to 
mention that, given the chart indication people with lower level of education don’t care a lot 
about packaging design inside the market place. 
Figure 3.31: High-school-graduated preferences of Products Evaluation Criteria 
Subsequently, it is analyzed the method of correlation analysis. 
3.3.2 Correlation Analysis  
In that statistical method we are going to assess the relationship between two or more 
quantitative variables. As it mentioned before, the Correlation Analysis was conducted with 
the aid of four variables concluded in hypothesizes of the study. These four variables have to 
do not only with visual, but with verbal cues on packages as well. More specifically, the 
variables are “Brand”, “Color”, “Information” and the “Eco-friendly character” on packages. 
These are some of the fundamental independent variables that may influence the buying 










HSG preference of  products evaluation criteria 
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we are expected to study the strength of the relationships between those four variables. The 
variable come from some questions included to the online Questionnaire. For even more 
convenience, we coded the data of Yes/No questions. Indeed, “Yes” was appeared as 1 and 
“No” as 0. In the cases where there was also the answer “Sometimes” it was coded also as 1, 
so that we could conclude to clear results more easily. The application of this test was 
carried out by using Excel’s Analysis Tool, named “Correlation”, as presented below: 
 
 Brand Color Information Eco-friendly 
Brand 1,00    
Color 0,05 1,00   
Information -0,08 -0,08 1,00  
Eco-friendly -0,07 0,08 0,22 1,00 
Table 3.2: Correlation Analysis table 
Indeed, the Correlation table revealed that, there is a strong, positive correlation (0.22) 
between the variables “Eco-friendly” and “Information”. Moreover, another weaker 
association (0.05) is observed among the “Color” variable and the “Brand” as well. Much the 
same is for the items testing the “Color” and the “Eco-friendly” as well with a measure 0.08. 
It is also important to mention the interesting negative association (-0.07) generally 
observed about “Brand” variable and “Eco-friendly” one.  All the previous mentioned was a 
simple linearity-independence test. In addition to that, Correlation Analysis also aid to gain a 
brief preview on the relationships tested in the hypotheses of Chapter 2 (2.6.2 Hypotheses 
Development).  
The following chapter provides a whole display of the consequences in accordance with the 
tables and graphical displays.  
Chapter 4: Discussion 
4.1 Statistical Implications  
The statistical analysis carried out in the previous chapter aimed to answer in the three basic 
research questions of the current study, initially mentioned in the section 1.2. First of all, it 
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was investigated thoroughly the significance of the factor “Packaging Design” for the 
consumers at the point of sale. From the results it was absolutely clear that the customers 
are not totally influenced by the factor of “Packaging Design”. Actually, consumers deem the 
quality as the most important evaluation factor for a product inside a shop. It is worth also 
to say that consumer’s responses indicates a high relationship between the value of a 
product and its Packaging too. At that point we should emphasize customers are used to 
take into consideration the factor “Packaging Design”, so that they would be able to evaluate 
a product inside a shop, but on the other hand “Packaging Design” individually is not a 
unique criterion for them. Nevertheless, they find that Packaging is a necessary element for 
them at the point of sale and most of the times it affects them during their buying decisions. 
In accordance to the elements of Packaging Design, our findings demonstrate that both 
visual and verbal elements play a significant role on Packaging and as a consequence in the 
consumer’s purchasing choices. So, customers support more “eye-tracking” elements and 
that is the reason why they are used to make a market selection in less than one minute. 
About the visual stimulus, most of the times they connect Packaging with Brands or colors 
with Brands and it makes their buying choice more easily and quickly as well. About the non-
visual stimulus on Packaging, information has also a critical role, while most of the 
respondents are going to read information at least once. The same significance seems to 
have the eco-friendly Packaging with a large percentage of consumers to have in mind the 
environment as a factor for their final Packaging choice and as a result their product choice. 
Furthermore, customers consider that an attractive package is in fact an easy-to-use and 
easy-to-store package. Last but not least, an innovative package is largely attractive too. 
4.2 Theoretical Implications  
From the theoretical point of view, the primary research that was carried out indicates that 
Packaging had and still has an essential role in the market. Its remarkable characteristic of 
communication tool (Kuvykaite, et al 2009) has expanded it more in the field of marketing. 
Packaging manages to command consumer attention in just a few seconds and to guide 
them with the right way using only some design elements. In any case, it is the first and the 
last thing that catches the customer’s glance, especially in a store, and this is the cause why 
it was deservedly deemed as “the silent salesman” (Komblau, 1961). This strong marketing 
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power of Packaging is forced with the aid of both verbal and visual extrinsic cues. Indeed, 
the visual cues help consumer to conclude more quickly to their final buying decision 
(Dickson and Sawyer, 1990). About visual elements, pictures have an important impact on 
the consumers’ memory, concerning the Brand, the product quality and the product 
characteristics as well. Color is also another memorable (Cahyorini and Rusfian, 2010) and 
emotionally (Qing, 2012) part of Packaging making the recall of a Brand easy.  What is more, 
it is said that it reveals in a way the quality of a product. About the verbal elements of 
Packaging, researches have shown that they demand more time in order to be 
understandable. Despite this, information on packages extremely lead consumer’s buying 
behavior (Verdeke, 2008) and in combination with colors they are comfortable to be read. At 
that point we should not omit the significant meaning of eco-friendly Packaging. In current 
days, eco-Packaging constitutes a primary requirement for consumers’ product choices 
(Rokka and Uusitalo, 2008). So, not a few people are willing to pay more for a product with a 
green package. 
Chapter 5: Limitations and Directions for Further Research 
5.1 Limitations 
It is true that, this study is not free of limitations. Several difficulties emerged both with the 
data collection and data analysis period as well. Starting with the data collection process, 
there was limited time and means too. In that way, the selection of data was quite low 
concerning the Greek population. Despite this restriction, the data collection was carried out 
carefully and was finally enough, so that the study could be able to conclude to the best 
outcome, incorporating responses from a wide range of ages and regions of Greece. Another 
difficult point of the thesis was that of data analysis. The measurements and the analysis of 
the multiple independent variables were not fully expanded, because of the time-limit. 
Though, we made the best effort to end up to the most sufficient and accurate results of this 
survey. In addition, this study examines mainly the most significant and basic extrinsic design 
elements of Packaging, focusing more to pictures, colors, information and environmental 
awareness. Of course, there are many other factors of Packaging that also affect in great 
measure the product choices and the consumer’s attention in the market. In spite of all the 
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above limitations, the current study comes to attach one more substantial point on the 
bibliography and to arouse the interest for further academic research on the topic of 
Packaging as a marketing tool. 
5.2 Directions for Further Research  
The topic of Packaging as a marketing, communication tool could surely accommodate 
future research targeted to various issues relative to this topic. Among them researchers 
could be able to examine the effect of the Packaging on consumer behavior globally, as the 
consumer habits and needs differ from country to country. So, it would be very interesting 
for them to see to what extent other cultures are influenced by packages and their design 
elements. This probably entails an extensive examination of countries and maybe a focusing 
on specific product category. For such a study, instead of the Excel-Analysis tools, researches 
would be better to make a use of a, more accurate, structural equitation model such as SPSS, 
in order to conclude to representative real data. What is more, because of the current 
difficult time of public health crisis, named Covid-19, online shopping has been increased to 
a great degree. Consumers tend to search more for their purchasing decisions through the 
internet. As a result, contemporary managers would also have an interest to understand 
which design elements most attract consumers to give money for a product. Maybe, 
nowadays a design with hygiene prototypes or a ship-ready design would be more targeted 
to the recent consumer’s concerns. Moreover, from the whole situation it was also 
understandable how important Social Media are for the communication of a product. 
Therefore, future research could, for instance, examines the role of Packaging through Social 
Media and hence the impact that Social Media have on consumer’s choices concerning the 
package factor. As a last note, one more advanced survey could be done about the 
ergonomic packaging accompanied with the appropriate experiments and 3D models as 
well. To sum up, more research is needed in order for researchers and managers to deeply 
investigate this topic and, in general, to gain an understanding about Packaging and the 
power that it appeals to consumers. 
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Appendix 1: Online Questionnaire 
The questionnaire distributed was based on the model provided by Google Forms. As it 
appealed to Greek consumers, the language used was Greek.  
Η λειτουργία του Packaging (ςυςκευαςίασ) ωσ εργαλείο Marketing: Ο ςχεδιαςμόσ τησ 
ςυςκευαςίασ (Packaging Design) και το αντίκτυπο που ζχει ςτην αγοραςτική απόφαςη 
Αγαπθτζ/ι αναγνϊςτθ/ρια , 
ονομάηομαι Κόιου Αντιγόνθ και είμαι μεταπτυχιακι φοιτιτρια του Διεκνοφσ Πανεπιςτθμίου 
Ελλάδοσ (International Hellenic University) ςτο τμιμα του Msc Strategic Product Design 
(Stream: Product Creativity and Design). Το παρόν ερωτθματολόγιο ζχει ςυνταχκεί ςτα 
πλαίςια τθσ διπλωματικισ μου εργαςίασ ωσ εργαλείο ζρευνασ ,με ςκοπό να διερευνθκεί ο 
ρόλοσ του Packaging (ςυςκευαςίασ) ωσ εργαλείο Marketing, κακϊσ και θ επιρροι που αςκεί 
αυτό ςτθν αγοραςτικι απόφαςθ του καταναλωτι. Σασ προςκαλϊ, λοιπόν να ςυμμετζχετε 
ςε αυτι τθν ζρευνα, απαντϊντασ και ςυμπλθρϊνοντασ  με υπευκυνότθτα τισ παρακάτω 
ερωτιςεισ. Η ζρευνα είναι εμπιςτευτικι και ανϊνυμθ, ενϊ τα ςτοιχεία που κα ςυλλεχτοφν 
κα χρθςιμοποιθκοφν για ακαδθμαϊκοφσ και μόνο ςκοποφσ. Παρακαλϊ απαντιςτε τισ 
ερωτιςεισ με όςο το δυνατόν περιςςότερθ ειλικρίνεια, προκειμζνου να βοθκιςουν ςτθν 
εξαγωγι αξιόπιςτων ςυμπεραςμάτων. Ο εκτιμϊμενοσ χρόνοσ ςυμπλιρωςθσ του 
ερωτθματολογίου είναι περίπου 5-7 λεπτά. 
Ευχαριςτϊ πολφ εκ των προτζρων για το χρόνο ςασ και τθν βοικεια ςασ, ςτθν εκπλιρωςθ 
τθσ διπλωματικισ μου εργαςίασ. 
Η βοικειά ςασ κρίνεται πολφτιμθ. 
Με εκτίμθςθ, 
Κόιου Αντιγόνθ 
* Στο παρόν ερωτθματολόγιο επεξθγοφνται τυχόν αγγλικοί επιςτθμονικοί όροι 
ΕΠΟΜΕΝΟ 
*Απαιτείται 
Μζροσ 1: Καταναλωτισ 
Σε τι βακμό είςτε ενθμερωμζνοι πριν προβείτε ςτθν αγορά ενόσ προϊόντοσ ; 
Κακόλου 1  2 3 4 5 Πολφ 
                          ⃝         ⃝ ⃝ ⃝ ⃝ 
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Η διαφιμιςθ ενόσ προϊόντοσ ςασ μεταδίδει τθν εικόνα τθσ ςυςκευαςίασ του (Packaging): 
o Ναι 
o Όχι 
Ποια είναι τα κριτιρια με τα οποία αξιολογείτε ζνα προϊόν ςτο ςθμείο πϊλθςθσ   (πχ. Super 
Market) ; 
Μπορείτε να επιλζξετε περιςςότερα του ενόσ 
□  Επωνυμία προϊόντοσ (Brand) 
□ Σχεδιαςμόσ ςυςκευαςίασ (Packaging Design) 
□ Τιμι 
□ Ποιότθτα 
Δεδομζνου ότι βρίςκεςτε μπροςτά από ζνα ράφι ςτον ςθμείο πϊλθςθσ (πχ. Super Market), 
πόςο γριγορα κα επιλζγατε το προϊόν με βάςθ τθ ςυςκευαςία του: 
□ Σε λίγα δευτερόλεπτα 
□ Σε λιγότερο από ζνα λεπτό 
□ Σε ζνα λεπτό 
□ Σε παραπάνω από ζνα λεπτό 
ΠΙΣΩ 
ΕΠΟΜΕΝΟ 
Μζροσ 2: Σχεδιαςμόσ ςυςκευαςίασ (Packaging Design) 
Συνδζεται το Brand  με τθν εικόνα τθσ ςυςκευαςίασ (Packaging) ; 
o Ναι  
o Όχι 
Κατά πόςο θ ςυςκευαςία των προϊόντων (Packaging) επθρεάηει τθν αγοραςτικι ςασ 
απόφαςθ ; 
Κακόλου 1 2 3 4 5 Πολφ 
                          ⃝ ⃝ ⃝ ⃝ ⃝ 
Η ςυςκευαςία ενόσ προϊόντοσ (Packaging) αυξάνει τθν προϊοντικι του αξία : 
Κακόλου 1 2 3 4 5 Πολφ 
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 ⃝ ⃝ ⃝ ⃝ ⃝ 
Πόςο ςθμαντικι είναι για εςάσ θ ςυςκευαςία ενόσ προϊόντοσ όταν βρίςκεςτε ςτο ςθμείο 
πϊλθςθσ ; 
Κακόλου 1 2 3 4 5 Πολφ 
 ⃝ ⃝ ⃝ ⃝ ⃝  
ΠΙΣΩ 
ΕΠΟΜΕΝΟ 
Μζροσ 3: Στοιχεία ςυςκευαςίασ (Packaging elements) 
Ποια από τα παρακάτω ςτοιχεία ςυςκευαςίασ ςασ προςελκφει περιςςότερο:  
□ Το χρϊμα 
□ Οι αναγραφόμενεσ πλθροφορίεσ/ Ετικζτεσ 
□ Η εικόνα ςτθ ςυςκευαςία 
□ Η όψθ τθσ ςυςκευαςία 
□ Τα διάφορα γραφικά (πχ Logo) 
Η τυπωμζνθ εικόνα του προϊόντοσ πάνω ςτθν ςυςκευαςία , κατά τθ γνϊμθ ςασ βοθκάει 
ςτθν : 
Μπορείτε να επιλζξετε περιςςότερα του ενόσ 
□ Αξιολόγθςθ ποιότθτασ 
□ Αντίλθψθ προϊόντοσ 
□ Αντίλθψθ του τρόπου κατανάλωςθσ-χριςθσ 
□ Ανάκλθςθ ςυγκεκριμζνου Brand 
Πιςτεφετε ότι το χρϊμα ςτθ ςυςκευαςία ενόσ προϊόντοσ (Packaging) ζχει αντίκτυπο ςτθν 
αγοραςτικι ςασ επιλογι ; 
o Ναι 
o Όχι 
Το χρϊμα (πχ. Background color) ςε μία ςυςκευαςία  παραπζμπει ςτθν αναγνϊριςθ: 
□ Του Brand 
□ Τθσ γεφςθσ 
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□ Τθσ κατθγορίασ προϊόντοσ 
□ Άλλο 
Αφιερϊνετε χρόνο, κατά τθν διαδικαςία αγοράσ , να διαβάςετε τισ αναγραφόμενεσ ςτθ 
ςυςκευαςία πλθροφορίεσ για το εκάςτοτε προϊόν ; 
o Ναι  
o Όχι 
o Μερικζσ Φορζσ 
□ Πιςτεφετε ότι οι πλθροφορίεσ αυτζσ: 
□ Δεν είναι αλθκείσ 
□ Μπερδεφουν τον καταναλωτι 
□ Είναι υπερβολικά πολλζσ  
□ Οδθγοφν ςε αρνθτικι άποψθ για το προϊόν 
Ποιο από τα παρακάτω , κατά τθ γνϊμθ ςασ , χαρακτθρίηουν μια ςυςκευαςία οικολογικι : 
□ Ανακυκλϊςιμθ 
□ Επαναχρθςιμοποιοφμενθ 
□ Μειωμζνθ ςπατάλθ ςε πρϊτθ φλθ 
□ Όλα τα παραπάνω 
Η αγοραςτικι ςασ απόφαςθ βαςίηεται  ςτθν οικολογικι ςασ ςυνείδθςθ ωσ προσ τθν 
ςυςκευαςία του προϊόντοσ ; 
o Ναι 
o Όχι 
o Μερικζσ Φορζσ 
Θα ιςαςταν διατεκειμζνοι να πλθρϊνατε παραπάνω προκειμζνου να αγοράηατε ζνα 




Ποια παράμετροσ τθσ ςυςκευαςίασ  προϊόντοσ (Packaging) επθρεάηει τθν αγοραςτικι ςασ 
επιλογι: 
□ Η ςυςκευαςία είναι εφχρθςτθ 
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□ Η ςυςκευαςία αποκθκεφεται εφκολα 
□ Η ςυςκευαςία είναι αιςκθτικά εμφανίςιμθ 
□ Η ςυςκευαςία είναι βιϊςιμθ/ οικολογικι 
□ Το υλικό καταςκευισ τθσ ςυςκευαςίασ 
Ποια ςτοιχεία του ςχεδιαςμοφ τθσ ςυςκευαςίασ (Packaging Design) ζχουν κατά τθ γνϊμθ 
ςασ ςθμαντικότερο αντίκτυπο ςτθν τελικι αγοραςτικι ςασ απόφαςθ: 
□ Ορατά ςτοιχεία ( Γραφικά, χρϊματα, εικόνα, ςχιμα, μζγεκοσ κτλ) 
□ Λεκτικά ςτοιχεία ( Πλθροφορίεσ , Logo κτλ) 
□ Και οι δφο παραπάνω κατθγορίεσ με επθρεάηουν 
Μια καινοτόμα ςυςκευαςία επθρεάηει τθν αγοραςτικι ςασ απόφαςθ: 
o Ναι 
o Όχι 
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